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PENGARUH PEER GROUP, MEDIA CELEBRITY   ENDORSEMENT, TV 
ADVERTISING TERHADAP MATERIALISM DAN 
MATERIALISM PADA COMPULSIVE BUYING  PRODUK 







Perkembangan kosmetik dalam merias diri dalam individu seseorang dapat 
memberikan dampak bagi seseorang untuk menjadi lebih percaya diri dalam 
penampilan.Seiring dengan banyaknya individu yang ingin berpenampilan 
menarik,  kosmetik tersebut memunculkan berbagai macam jenis variasi dalam 
produk kosmetik, salah satu jenisnya adalah kosmetik Maybelline. Data 
responden yang didapat dari pengisian form secara online di Google form, yang 
link-nya disebarkan melalui media sosial seperti Line, Whatsapp dan dilakukan 
secara manual. Target responden yaitu konsumen yang menggunakan kosmetik 
Maybelline. Penelitian ini bertujuan untuk mengetahui pengaruh Peer Group, TV 
Advertising, Media Celebrity Endorsement terhadap Materialism dan Materialism 
terhadap Compulsive Buying. Dalam penelitian ini, ketiga variabel tersebut 
dianalisis menggunakan teknik Structural Equation Modeling (SEM) 
menggunakan software LISREL 8. Hasil penelitian menunjukkan bahwa Peer 
Group, TV Advertising, Media Celebrity Endorsement memiliki pengaruh positif 
dan signifikan terhadap Materialism dan Materialism memiliki pengaruh positif 
dan signifikan terhadap Compulsive Buying. Yang diharapkan oleh konsumen 
bahwa produk kosmetik Maybelline dapat memberikan lebih banyak variasi dan 
kualitas yang baik sehingga dapat mempengaruhi nilai produk dan konsumen 




Kata Kunci : Peer Group, TV Advertising, Media Celebrity Endorsement, 
















INFLUENCE OF PEER GROUP, MEDIA CELEBRITY ENDORSEMENT, TV 
ADVERTISING ON MATERIALISM AND MATERIALISM ON 
COMPULSIVE BUYING ON COSMETIC MAYBELLINE PRODUCTS IN 






The development of cosmetics in dressing themselves in an individual can have an 
impact on someone to become more confident in appearance. Along with the 
number of individuals who want to look attractive, these cosmetics give rise to 
various types of variations in cosmetic products, one of which is Maybelline 
cosmetics. Respondent data obtained from filling out forms online on the Google 
form, the link being distributed via social media such as Line, Whatsapp and done 
manually. The target respondents are consumers who use Maybelline cosmetics. 
This study aims to determine the effect of Peer Group, TV Advertising, Media 
Celebrity Endorsement on Materialism and Materialism towards Compulsive 
Buying. In this study, the three variables were analyzed using the Structural 
Equation Modeling (SEM) technique using LISREL 8 software. The results 
showed that Peer Group, TV Advertising, Media Celebrity Endorsement had a 
positive and significant influence on Materialism and Materialism having a 
positive and significant effect on Compulsive Buying. What is expected by 
consumers that Maybelline cosmetic products can provide more variety and good 
quality so that it can affect the value of products and consumers to continue to use 
and recommend Maybelline cosmetic products. 
 
 
Keywords : Peer Group, TV Advertising, Media Celebrity Endorsement, 
Materialism, Compulsive Buying. 
 
